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F ifteen years ago, I was sitting in a board room with several senior executives of a large health system. My colleagues and I had been tasked with longitudinally measuring the financial outcomes associated with their employee wellness initiative, and we were there to deliver our annual report. I was nervous about the presentation because we had a complicated story to tell. Our analyses demonstrated a significant positive impact on financial outcomes, but the target goal for the return-on-investment calculation was not met. We knew the wellness initiative's future was in jeopardy due to recent changes in executive leadership. We were told that the chief financial officer was dubious about the value of the wellness initiative and that we needed to deliver an ironclad financial justification to win his support. We had conducted many different sensitivity analyses that yielded the same conclusion: The initiative was making a positive impact but had not yet reached the targeted cost savings that the executives were expecting. My colleagues and I spent an hour going through the numbers, fully detailing our methodology. The leaders peppered us with questions until they had finally exhausted their critical review. Then . . . silence.
We waited with bated breath for someone in the room to reveal their reaction about the findings. Would our positive results be enough to sustain their support for the wellness initiative? Or would the failure to reach the targeted goal signal its demise? What about all of the good the initiative was doing to support the health and well-being of their employees? The finance executive at the end of the table took a deep breath and let it out in one long, slow sigh. He removed his glasses and carefully buffed out a smudge on the lenses. Putting them back on, he leaned forward with clasped hands on the table and spoke, ''I've got one more question that needs to be answered.'' I could feel my breath catch in my throat as he asked, ''Are we making a difference in people's lives? Is the wellness initiative changing behavior and improving health?'' I exhaled with relief because it was a question we could answer with a resounding ''yes.'' Previous analyses demonstrating substantial impact on health behavior and health outcomes had been shared with human resource leadership in a separate presentation months before, and we assumed these leaders would have been given a copy of that report. We were quick to summarize both the health impact results and to reference the testimonials included in the report to humanize the numbers.
The meeting ended on a positive note, and I wondered to myself as we filed out of the room how we could have missed the need to tell a more complete story about how the financial outcomes aligned with the nonfinancial indicators of success. More than 90% of the employee population had been exposed to some aspect of the wellness initiative; most engaged in 3 or more components; and the majority were highly satisfied with the elements in which they participated. Health behaviors and outcomes were substantially improved. The truth was, it would take a bit more time for the financial outcomes to emerge based on these leading indicators of success. In the meantime, it was the positive employee testimonials about the impact of the program on the quality of their lives and how the health and well-being initiative made them feel cared for and valued that sustained leadership support.
As obvious as it seems now, I know I'm not alone in having to learn the hard way the important lesson about the need to tell a more effective story. Nobel Prize winner Daniel Kahneman had a similar insight when he attempted to use probability statistics to influence the Israeli government to take immediate action to prevent a war with Syria. He was so stunned by the reaction to his carefully prepared report that he gave up his scientific pursuit of decision analysis reflecting, ''No one ever made a decision because of a number. They need a story.'' 1 could, what is the value of investing time and effort into telling stories? According to Matthew Dicks, one of the most accomplished storytelling champions in the nation, ''Whatever you do, storytelling will help.'' 3 He ought to know because he's made a living teaching attorneys, salespeople, school teachers, and clergy how to improve their lectures, sermons, sales pitches, and hold the attention of their audiences. Increasing one's ability to tell a story effectively has helped a grandfather in his class to connect more meaningfully with his grandkids, a college student to stand out on a college admittance essay, and a job candidate to improve her interview skills.
Still not convinced storytelling is a useful skill for health promotion professionals? Consider the perspective of Randy Olson, a scientist-turned-filmmaker who asserts both careers are essentially about telling stories. As a scientist, he had to present his data to the world in a way that would make sense to those he hoped to influence. As a filmmaker, he captured images on film and brought it back to the editing suite to present the images in a coherent story about how life is. 4 In the end, both careers are about being a better storyteller, and he's written several books to help other scientists hone their storytelling skills. [4] [5] [6] As much as I'd commend these authors' works to your reading pile, our aim in this issue of The Art of Health Promotion is to concisely share the tips and strategies that others have found to be helpful in honing the art of storytelling and incorporating it into their work. Carmine Gallo's opening article eloquently summarizes the neuroscience supporting how and why storytelling can help inspire, educate, and engage the listener. He also provides 3 suggestions for sourcing the best stories. Laura Putnam shares her go to sources for stories that she weaves into her work as an author, motivational speaker, and trainer. She also draws upon her academic training as an educator to offer tips on how to effectively deliver stories to educate others. An interview with Brian Passon affirms that storytelling is a skill that can be strengthened with practice. He shares how storytelling has helped him to be a more effective health promotion professional and tips for strengthening one's storytelling ability. Telling stories is only one side of the communication equation. Drs McCann, Barto, and Goldman address the important role of listening as a means to learn from and connect with others as well as a contributor to the well-being of the storyteller. Their article exhorts health promotion professionals to use storytelling as a healing practice by eliciting and then listening to stories from those they serve, offering suggestions for incorporating storytelling to help facilitate transformative learning experiences. As CEO and cofounder of Skill Scout, Elena Valentine has worked with many organizations to address their biggest people challenges through storytelling videos. She shares how one company used employee videos to reduce the stigma associated with mental health issues and offers 4 suggestions for using video stories to increase employee engagement in wellness initiatives. My co-editor, Sara Johnson, rounds out the issue by reflecting on the potential storytelling has for refining personal narratives and creating social connections. She closes by directing readers to additional storytelling resources.
Storytelling to Inspire, Educate, and Engage Carmine Gallo, MS 1 V irgin Group founder, Richard Branson, says his best ideas are sparked when he and his team sit around a campfire exchanging stories. ''Telling a story is one of the best ways we have of coming up with new ideas, and also of learning about each other and our world. It's been happening since humans first inhabited the earth,'' says Branson.
Branson's on to something. Anthropologists point to the campfire as a major milestone in human development. Once our ancestors gained control of fire, they could cook food and ward off predators at night. Campfires had another positive benefit. Instead of hunting and gathering as they did during the day, people would sit around the campfire and exchange stories. Stories informed, educated, inspired, and entertained.
In her groundbreaking research titled Embers of Society, University of Utah Anthropology Professor Polly Wiessner concludes that storytelling may have made up 80% of the fireside conversations of our ancient ancestors. 1 As people shared their personal experiences around the fire, they learned to avoid danger, to hunt more effectively as a team, and to strengthen cultural traditions. ''Stories told by firelight put listeners on the same emotional wavelength, elicited understanding, trust, and sympathy, and built positive reputations for qualities like humor, congeniality, and innovation,'' says Wiessner. ''Through stories and discussions people collected experiences of others and accumulated knowledge of options that others had tried.'' 1 Wiessner says ''appetites'' for firelit settings remain with us to this day. The tools we use to communicate have changed-we use PowerPoint instead of drawing paintings on cave walls-but the human brain has not. Storytelling is not something we do; storytellers are who we are.
Remarkably, the same communication skills that our ancestors admired in storytellers are the same qualities we look for today in our leaders. Your listener wants to be engaged and entertained, informed, and inspired. Since storytelling is part of who we are as humans, it shouldn't be a surprise that the world's most inspiring leaders value the art of story as the primary tool to deliver ideas and information.
Mastering the art of storytelling is your most powerful weapon in the war of ideas. Sharpening your storytelling skills will help you design and deliver more impactful presentations, motivate teams, inspire evangelists, and start a movement.
The science behind storytelling is now well established in the academic literature. In a 2010 paper published in The Journal of Neuroscience, Princeton University researcher Uri Hasson delivered the results of a profoundly important study on the power of story. Using functional magnetic resonance imaging to study blood flow in the brain, Hasson recorded the brain activities of people telling reallife stories to another person. Hasson then measured the brain activity of people listening to the story and also scanned the brains of people resting, without hearing the story. To mirror real-life conditions as closely as possible, the speaker was asked to tell the story as if she were talking to a friend. Hasson took it one step further and asked the listeners to fill out a detailed questionnaire to measure how well they understood the story. 2 Hasson discovered that ''speaker-listener neural coupling is widespread and extensive.'' 2 Simply put, when telling a story, the brains of both the speaker and the listener showed remarkable patterns of activity in exactly the same areas. The 2 people were engaging in ''neural coupling,'' having a mind-meld. The coupling only occurred when the speaker was telling a story to the listener in a language familiar to the listener. For example, when a speaker told the story in Russian to nonRussian speakers, the coupling did not take place. Hearing and understanding a story is what caused the speaker and listener's brains to be in sync.
Across the country in Los Angeles, Dr Paul Zak is also studying the effect of story on our brains. Specifically, he's looking at the release of oxytocin, a social bonding molecule our brains release when feeling empathy or compassion for another person. Zak discovered that oxytocin levels in a person's brain can be ''hacked'' to motivate people to cooperate. Storytelling is the key to doing so. Zak and his team of researchers found that stories captured on video raised the oxytocin level in the brains of those participants who watched the videos.
In a paper on the subject, Zak writes, By taking blood draws before and after the narrative, we found that character-driven stories do consistently cause oxytocin synthesis. Further, the amount of oxytocin released by the brain predicted how much people were willing to help others; for example, donating money to a charity associated with the narrative. 3 Zak took his storytelling research one step further to figure out why stories have the effect they do. His research in neurobiology helps to explain why great stories typically have an element of struggle or adversity the hero must overcome.
We discovered that, in order to motivate a desire to help others, a story must first sustain attention-a scarce resource in the brainby developing tension during the narrative. If the story is able to create that tension then it is likely that attentive viewers/listeners will come to share the emotions of the characters in it, and after it ends, likely to continue mimicking the feelings and behaviors of those characters, writes Zak.
Enduring stories tend to share a dramatic arc in which a character struggles and eventually finds heretofore unknown abilities and uses these to triumph over adversity; my work shows that the brain is highly attracted to this story style. ''We were working with an oncologist who told us about a patient they had diagnosed with pancreatic cancer. It had spread everywhere. The patient was told she had 2 months to live. There was no hope. Her oncologist knew about our blood test and decided to give it a try. The test results had successfully found the mutation of the patient's cancer. The mutations were inconsistent with pancreatic cancer. The patient had ovarian cancer. Her oncologist changed the treatment. In 12 weeks she had no detectable cancer. These stories keep me burning the midnight oil and working through the night.'' Reflect on what had happened in the previous conversation. The first 3 questions elicited factual responses. The fourth question-What makes your heart sing?-triggered a story. Facts alone don't inspire. The heart of your story gives facts their soul. Fact-filled PowerPoint presentations do not win hearts and minds; stories do. Presentations complement the story, but the story must come first.
Three Types of Time-Tested Stories
There are 3 types of story you can-and should-incorporate in your next presentation intended to change hearts and minds: stories about yourself, about others, or about the organization.
Stories About Personal Experiences
These are the easiest stories to find and, in many cases, have the most impact. Human rights attorney and author, Bryan Stevenson, received the longest standing ovation of any TED Talk in the conference's history. Watch Stevenson's presentation on TED.com and you'll notice that he tells 3 stories. Each story is about an incident that happened to him that relates back to the theme-injustices in the American penal system. Stevenson tells a humorous story about his grandmother, a touching story about meeting Rosa Parks, and an inspiring story about a janitor who gave Stevenson hope when he was tired and frustrated.
The story about Stevenson's grandmother is especially valuable as a lesson in storytelling. The story begins when Stevenson was 11 years old. His grandmother pulled him aside one day and said, ''Bryan, you're special.'' She asked him to make a promise-never to drink alcohol in his life. He was just a kid, so he accepted. Here's how Stevenson concludes the story:
When I was about 14 or 15, one day my brother came home and he had this 6 pack of beer-I don't know where he got it-and he grabbed me and my sister and we went out in the woods. And we were kind of just out there doing the stuff we crazily did. And he had a sip of this beer and he gave some to my sister and she had some, and they offered it to me. I said, ''No, no, no. That's okay. You all go ahead. I'm not going to have any beer.'' My brother . . . looked at me real hard and he said, ''Oh, I hope you're not still hung up on that conversation Mama had with you. Mama tells all the grandkids that they're special.'' I'm going to admit something to you. I'm 52 years old, and I'm going to admit to you that I've never had a drop of alcohol. I don't say that because I think that's virtuous; I say that because there is power in identity.
Over the course of the story (which only takes about 60 seconds to tell), the audience laughed, they were touched, moved, and inspired to listen to more. ''Narrative is hugely powerful in effective communication,'' Stevenson told me in an interview after that TED talk. 5 Stevenson chooses stories that are relevant to the topic, of course, but also repeats stories that are personal. By telling a story about his grandmother, he's breaking down walls between speaker and audience so they can bind over common ground. After all, nearly everyone has a grandmother.
Aristotle-the father of persuasion-believed that persuasion cannot occur in the absence of 3 elements: ethos (character), logos (rational appeal), and pathos (emotion). When Stevenson talked about his experience as an attorney who took death row appeals, he demonstrated his ethos. When he delivered the data about how many people are unjustly incarcerated, he provided the logos. But a full 65% of Stevenson's presentation fell under Pathos-story. In 18 minutes, he inspired his audience to donate a combined $1 million to his nonprofit-without asking.
I'm not suggesting that 65% of your next presentation should be personal stories. But I'd argue that many business presentations are 99% logos (data, facts, figures) and 1% emotion. There's plenty of room to bring the two into balance.
Stories About Other People
If you don't have a relevant personal story, a case study also works well. Your listeners crave real stories of real customers who have benefited from your product, service, or company. Your listeners crave real stories of real people who you or your organization has helped.
Adam Braun is the founder of Pencils of Promise, a nonprofit organization that builds schools in the developing world. Braun's fundraising efforts are meant to convince wealthy donors to write big checks. The challenge, of course, is to persuade people to contribute money to faceless and nameless children on the other side of the world. Braun's solution is to put a face and a name to those children so donors could ''meet'' them and get to know them as real people. And nothing comes closer to a real face-to-face meeting than video.
Three little girls whom Braun met in the small village of Pha Theung, Laos, would provide the jaw-dropping moment that Braun's pitch required. In March 2009, Braun was scouting the location for the organization's first preschool. Most families in the village lived in bamboo huts on less than $2 a day. Braun stumbled upon 3 little girls in one of the huts, playing with letters on a chalkboard. They wanted to learn but had no teachers and no classroom. Their names were Nuth, Nith, and Tamund.
Braun took out a smartphone and recorded a short video. In the video, Braun can be heard off-camera asking, ''Jao seu nyang?'' (What's your name?). The girls answer, smile, and giggle to each other. Braun pans the camera around to show the empty site where his organization was going to build the school. ''You're going to be our first preschool students,'' Braun tells the girls as they giggle and smile.
Braun inserts the 40-second video into his PowerPoint presentations, which is always a hit with the audience. Braun told me, There's an authenticity to the footage because it's not super high quality and it's in the first person. You feel as though you are witnessing a special moment. The video is less than 1 minute long and it's a powerful element for drawing out an emotional response.
Once the video clip ends in Braun's presentation, he advances to a slide that shows a photograph taken 4 months later, showing the same girls smiling and learning in their first classroom.
Braun's presentation isn't all story; he delivers facts and figures about the organization's financial stability to audiences of potential donors because it's what they think they want to hear. But while the facts and figures might draw a nod of affirmation, they have yet to elicit a standing ovation. The video does-every time.
Signature Stories About Your Organization
When L. L. Bean ended its legendary lifetime return policy, employees and customers were outraged. Why? After all, very few companies offer lifetime returns. The policy change sparked a controversy because it went to the heart of the brand's story. The narrative had been a part of the culture since its founding in 1912 when Leon L. Bean, a rugged Maine outdoorsman, made a waterproof boot for hunting and fishing. The first ones he sold had a design defect. Bean gave every customer their money back. The legendary guarantee was born and the story became part of the brand's folklore. L. L. Bean learned not to mess with a brand's story.
The Leon L. Bean story is called a signature story. It's not necessarily an origin story-about how the company or organization was founded. Rather, a signature story is about a significant event in the organization's history that reflects today's values and mission.
Recently, I met with a vice president of Medtronic, maker of health instruments and medical devices. He told me that new employees don't always know about a signature event in the company's history.
The story begins in 1949, when Earl Bakken ran a medical equipment repair shop in Minnesota. His shop had 8 employees who worked in a garage for the first 12 years (today Medtronic has thousands of employees in 140 countries). Bakken and his team repaired pacemakers-huge, electronic pacemakers had to plug into the wall to keep patients alive.
On October 31, 1957, a massive blackout took out power in Minnesota and Wisconsin. Patients died, including a baby who was hooked up to an electronic pacemaker. Earl was so disturbed that he took up the challenge to build something better. Over 4 weeks, he created the first battery-powered pacemaker. Once it was tested and approved, Earl was walking through the hospital and noticed a child wearing a batterypowered pacemaker, with the freedom to play and just be a kid.
The mission statement he wrote, based on that experience, remains the company's North Star more than 50 years later. The company's objective is to research, design, and manufacture instruments that alleviate pain, restore health, and extend life. Stories about brand origins are irresistible.
A venture capitalist behind some of the most iconic names in startup history once told me, ''Storytellers have an unfair competitive advantage.'' He's right. A healthy relationship in the workplace is based on mutual trust and admiration. Stories break down walls. Stories build up trust. Stories also connect people in a profound way. Storytellers influence one another to dream bigger and move mountains. The end of one story is the start of another. The ancient Greek philosopher Plato once said, ''Come then, and let us pass a leisure hour in storytelling, and our story shall be the education of our heroes.'' Plato meant that the stories themselves create, inspire, and guide others to play the hero in their own life narrative.
Walt Disney once said that storytellers instill hope again, and again, and again. Storytellers give us hope, and hope is a universal desire.
How to Be a Storyteller (Even If You Think You're Not)
Laura Putnam, MA 1 All you really have in the end are your stories.
-Burt Reynolds T he books we consider to be great, the talks we want to listen to, and the leaders we choose to follow all tell stories. Stories create meaning, evoke emotions, forge loyalty, and cement memories. In short, human beings are hardwired for storytelling, and as Carmine Gallo puts it, our hunger for fireside stories is as strong as it was for our ancestors. According to an informal Stanford study, 5 of 100 will remember a statistic, whereas 63 of 100 remember a story.
1 Upshot: While statistics inform people on a logical level, stories move people on an emotional level. And, as every advertiser knows, it's emotions that sell products and build tribes.
We have to do the same in the work that we do. Like advertising, workplace wellness is to a large extent about persuasion-persuading senior leaders to support wellness, persuading managers to act as multipliers of well-being for their team members, and persuading employees to take part in initiatives.
As health promotion professionals, we have all learned that persuading people to adopt healthier habits is not just about knowledge transfer (how many people already know it's a good idea to get more exercise?), nor is it about frightening people with scary statistics (how many smokers already know that smoking is bad for them?). Rather, persuasion begins with creating positive, emotionally evocative experiences for people-and storytelling is one of the most powerful ways to do just that. Stories light up our brains and accelerate our willingness to put in the sustained effort needed to make change over time.
Meanwhile, most of the wellness programs I come across take a cognitive, or logical, approach, primarily focusing on information delivery and skills building. Too often, these programs overlook the affective, or emotional, components of learning. 2 What I have come to realize is that if I truly want to start a movement of better health and well-being, and if I want people to join that movement, I have to be an excellent storyteller. Every presentation I deliver, every workshop I facilitate, every program I design, and every initiative I oversee must be infused with stories.
All of that said, I would not consider myself a natural storyteller. Rather, it's something I've had to work at-a lot. While I am by no means perfect, I've gotten a lot better. Here are some suggestions to help you also become a storyteller, even if you think you're not.
Storytelling Tip #1: Build Your Story Bank
As health promotion professionals, many of us are good at gathering statistics but struggle to come up with the stories needed to bring these statistics to life. Here are 4 steps to get you started on building your ''Story Bank''.
(a) Clarify your key messages. What are the key messages you find yourself delivering over and over again? These might be things like ''Drink more water,'' ''Spend more time with your tribe,'' ''Move more,'' and ''Manage your energy.'' Now, that you've got these written out, pick one. Ask yourself: ''What story I can tell that will bring this key message to life?'' (b) Breathe-and know that you do have a well of stories.
Every time I talk about the importance of storytelling, I hear people muse, ''I don't have any stories.'' Well, actually you do. We all do. I liken building your Story Bank to the process of buying a new car. Let's say you set your sights on a Mini. Before that, you never really noticed Minis. Then, all of the sudden you start seeing them everywhere! Right? It turns out that the same is true with stories. Just by starting to pay attention to the stories in everyday life, you will start seeing stories everywhere. (c) ''Scratch'' for stories. In her book The Creative Habit, choreographer Twyla Tharp compares the process of generating new ideas with ''scratching,'' or rooting around for inspiration and looking beyond the obvious. 3 Scratching can include anything from going to a museum to walking in a different neighborhood to reading the newspaper. The idea is to channel your inner detective and actively look for stories.
Below are a few of my standby sources you might turn to:
Testimonials. This is probably the most common source for the stories in our field. On a more serious and uplifting note, what about the story of Jamie Dimon, CEO of JP Morgan? After going through treatment for throat cancer, he famously wrote a memo that went out to every employee. ''As always,'' he wrote, ''and especially since my diagnosis, I followed the advice I give to others-take care of your health first-nothing is more important.'' 4 I use this story to tee up an exercise in which I ask managers in a leadership training program to write their version of a ''Jamie Dimon memo'' to go out to their team. People in your life. The people you spend the most time with are a terrific source for stories. I follow the lead of author, motivational speaker, and business consultant Marcus Buckingham who wows audiences and unpacks complex business concepts by telling stories about his kids. In my case, I often relate stories about my fiancé (more on that in a moment). Observations in daily life. There are also the little incidents that we witness in our everyday lives. These are great fodder for stories. For example, one time I passed by 2 mommies sitting outside a café with their strollers-or so I thought they were mommies. Turns out each ''mommy'' was cooing over a dog in a stroller. This story serves as a perfect lead up to a key point, namely, ''We are all sitting too much-even our pets are sitting too much!'' Fables, fairy tales, and children's stories. Finally, we cannot discount stories from our childhood. One of my favorites is The Search for Delicious, 5 which I often use to introduce the message: ''Drink more water.'' Briefly, a page is given the task to embark on a journey to find the food or beverage that defines the word ''delicious.'' After traveling far and wide, visiting kingdoms and villages in which he is served meals and drinks that are more delicious than the ones before, he arrives upon a village that has been without rain for months. When at last the water begins to flow and everyone drinks it with gusto, the page thinks to himself, ''Ah! That's the definition of 'delicious': water when you are thirsty!'' (d) Put it all together. Now, it's time to start putting these together, using a Story Bank Template. Notice how I've organized several of the stories from above into this chart. This is also a good way to bank your stories for future use.
Story Bank Template Storytelling Tip #2: Incorporate Your Stories
In a nutshell, storytelling can either (a) serve as an illustration to follow a key message or (b) create an experience to precede a key message. This key message could, in fact, be a statistic. For example, 80% of Americans are not getting enough physical activity, according to a new report released by the federal government. 6 Now, I could follow up this statistic with the story about the 2 ''mommies.'' Let's take this a step further. Here are 2 different learning frameworks to position your stories: Information: Financial well-being is subject to social comparison, meaning that how well we think we are doing financially is often measured by how we are doing relative to others. According to a Harvard study, people are happier when they are making less money on an absolute scale but more money relative to their peers-as opposed to making more money on an absolute scale but less money relative to their peers. Experience: In 1995, a preemie was struggling to stay alive. Separated from her stronger twin, a nurse decided to break with hospital protocol and brought the twins into one incubator. The stronger of the two threw her tiny arm around the other-and almost immediately, the weaker twin's heart rate went up and her vitals stabilized. With one ''small interpersonal move,'' 10 the stronger twin saved her sister's life.
Debrief: As highlighted by this story, compassion is one of our deepest needs. Our lives literally depend on it. This is true not just for preemies in a neonatal intensive care unit; it's also true for adults in the workplace.
Information: This is why we need to ''awaken compassion in the workplace,'' as suggested by researchers Monica Worline and Jane Dutton. Storytelling is one of the most powerful tools we can use to launch a movement, and as Elena Valentine describes, storytelling can cut through stigmatization and offer a platform for unity. You can become a ''movement builder'' by first taking heart in knowing that you already are a storyteller. Then, using the tools described above, focus your efforts on (1) building your Story Bank, (2) incorporating your stories into your talks and programs, and (3) delivering these stories in a way that will engage your audience. Whether it's starting a movement or engaging in a one-on-one conversation, perhaps, stories really are all we have in the end. S tories have immense power on our emotions and our brains. Recognizing and leveraging the power of story has the potential to transform our health promotion efforts. Research has shown that a story can enhance positive human behaviors like altruism or kindness 1 and improve grades in students. 2 In fact, one study revealed that storytelling can be effective in changing health behaviors, like blood pressure. 3 Stories provide the teller a chance to share insights and observations with a listener in such a way that the listener not only gets involved in the story but can objectively think about and discuss a real-life issue without feeling affronted or defensive. A crafty storyteller uses their gift of wordsmithery to pull people into a story, then discusses the meaning or moral of the story, and then waits as the listener realizes that they are actually one of the characters in the story . . . thus giving the listener an ''AHA!'' moment.
Jennifer Aaker, a professor of marketing at Stanford University's Graduate School of Business, says that stories are up to 22 times more memorable than facts alone. 4 When we listen to and process a story, our brain fires up more than just the language centers of the brain, and it's almost as if we are experiencing the story for ''real.'' 5 Thus, we are more likely to remember and retain the information shared in story form. So if you are 22 times more likely to remember a story than facts, then maybe the charts and graphs we all share with our executives or during industry conference sessions should become more like graphic novels than PowerPoint jargon.
How Else Could Storytelling Play a Role in Our Work?
Organizations have a plot just like a story has a plot. A business' strategic plan is a lot like a plot. It sets the goals, determines how to achieve them, and establishes a time frame for completion. Organizations often spend countless hours with senior executives and consultants to set their plot but then spend little to no time crafting a story to connect to the people they are trying to serve. The story is the heart, it's the who and the why things happen, and ultimately connect people to the plot. If we want to tell a great story, we have to understand that ''plot'' and ''story'' are inextricably linked and yet distinctly different. The story answers the questions ''what is this about?'' and ''why should I care?'' Story gives an organization a chance to connect the people to the purpose/vision/mission/values of the business. If we get too absorbed in strategy/plot, we lose our human connection. If we get too involved in the heart of the story, we can lose our vision and purpose.
Consider how you would answer this question: Why do people work for your organization? Would your answer be a list of healthcare benefits, retirement packages, profit sharing, or the company's 5-year S&P 500 performance? If so, you missed the chance to tell a story and connect in a human way first. Watch a few television commercials and notice how they are less focused on the products they are selling and more focused on highlighting the story about their company, their product, the social good you get to be a part of, or the new amazing story your life will become once you buy/use the product. Modern businesses use story to connect people to their organizations, both from an internal (employee) and external (customer) perspective. Storytelling is the start of a hook, a way to connect people to an organization and transform the relationship beyond just being transactional and into a relationship of mutual care and trust.
There Is an Emerging Interest in Incorporating the Discipline of Customer Experience Into Health Promotion Initiatives. How Is Customer Experience Related to Storytelling?
If our goal is positive behavior change, then we should be creating amazing experiences that have the power to be ''sticky'' for people.
Wellness experiences need to be impactful enough that they stick with the individuals long after the experience ends. There's a very informative book called The Experience Economy 6 by Pine and Gilmore that explains how we now live in an ''experience economy.'' In an experience economy, people are seeking out and more willing to pay for experiences rather than things. There are 4 types of experiences that people pay for: educational experiences, aesthetic experiences, entertainment experiences, and escapist experiences. If this is true, then the more types of experiences we create for a desired behavior, the greater chance we have to influence behavior change. The more senses we engage within those experiences, the more ''sticky'' it becomes and the more neural pathways we may have the chance to impact, thus increasing the chance for a behavior to be remembered, repeated, and assimilated into their lifestyle. We need to think less about ''getting people to change behaviors'' and more about inviting people into our story and then curating amazing health experiences that allow people the chance to live out their own personal health story. When plot, story, and experiences merge together, we find that there is a mutual benefit for the individual, the organization, and the community. Providing and creating an experience is offering the chance for people to live out their own story in real time. Curating an experience is real-time and real-life story creation.
Can Storytelling Be Learned? If So, How Can You Hone Your Skills?
One of my favorite recent books was Creativity Inc.
7 by Ed Catmull, and it is one I might recommend to health promotion practitioners. Throughout the book, Ed tells about the creation and evolution of some of the amazing stories that Pixar has produced all while sharing how Pixar fights to hold onto their workplace culture.
Anecdotal stories are a great place to start, but we have to move beyond the typical wellness stories like ''Here's Tom. He recently lost 50 lbs in our wellness program. See his before and after picture.'' There is an opportunity to tell a better story: This is Tom! He feels light on his feet and plays with his kids as if he were 35 even though he's 55 years old. Tom now has so much energy that, not only has he not missed a day of work in the last 15 months, but he helped build a house with Habitat for Humanity last weekend with several other of our employees. Check out his video to hear firsthand about his new life! Get creative. Ask yourself, ''How do I want people to feel?'' Add some detail, heart, and humanity to the data. We have to transform the data, numbers, and statistics that we have collected into a story or better yet, create experiences that let others live out a story.
If you feel like you need some storytelling inspiration, here are some additional tips.
Watch a couple of Pixar short films. They are usually just a couple minutes and are amazing examples of storytelling, often without words. Take the free Pixar in a Box lessons at Khan Academy online on storytelling. There are some great materials and practical tools to help refine your storytelling skills (https://www.khana cademy.org/partner-content/pixar/storytelling). 
Any Last Closing Thoughts?
If we tell a great story, or even better, let people live a great story, they will go out and tell the story to other people. That's the power and influence of a great story, it lives beyond the one person who lived it because it gets repeatedly shared . . . person to person . . . until it becomes a part of the culture. A person can experience a range of emotions associated with telling their story including shame, anxiety, and frustration but, depending on how they're being listened to, they may also experience validation, understanding, and empathy. The experience of being listened to and, more to the point, feeling heard can help reduce conflict, decrease physical pain, and foster emotional healing. At times, assuming the posture of listener can feel strenuous. Listening requires conscious effort and focused attention. However, listening serves as a powerful means of learning and connecting emotionally with others. Professionals in the healthcare industry would do well to recognize the positive impact that their nonjudgmental listening presence can provide. Through listening, a group may heal, learn, evolve, and achieve. 1 For the individual, research confirms that ''the lived experience of being listened to [is] fundamental to quality of life and health.'' 2 And physician listening serves as ''a healing and therapeutic agent'' for patients. 3 One's own narrative material serves as the initial source of the idea of self. However, the idea of self more fully emerges as a socially constructed concept created and recreated in the art of communication with the other. 4 This occurs within the second person space, or the space between the storyteller, or self, and story listener, or other. 5 In the second person space, the story listener's role becomes more significant, for strengthening the power of the story, alternatively aiding the teller in releasing, rearranging, replacing, or reframing a new one, 6 and recognizing the learning that may emerge from the story.
Learning Through Story Listening

An Argument for Storytelling and Listening
Foundational to the human experience, storytelling and listening allows the sharing of information, communicates emotion, and engenders compassion. Stories provide access to a common humanity. People seek affiliation as an essential part of the human experience and find deeper connections. Hence, the far-reaching application of successful storytelling enjoyed throughout the fields of nursing, community organizing, diversity and inclusion, restorative justice, political activism, and peace building. Experienced in and regulated by the amygdala, storytelling and story listening also serve a biological function. 7 Neural coupling, the process by which neural patterns of the storyteller mirror those of the story listener, provides evidence of the hard-wired need and nature of sharing stories. Through neural coupling, the brain of the storyteller aligns itself with the brain of the listener. 8 Neuroscience research recently uncovered that social isolation manifests itself in a manner nearly identical to physical pain; 9 the feeling of belonging or not belonging impacts one's sense of wellbeing.
An inextricable link exists between expressing oneself and listening to stories. Dialogue with others provides one with broader as well as alternate perspectives allowing for the creation of richer interpretations. 10 The act of listening moves people closer; ''it helps us become more whole, more healthy, more holy.'' 11 And the opposite may also prove true. Not feeling listened to causes fragmentation, and fragmentation causes suffering. [10] [11] As an illustration of fragmentation, partisan politics in the national landscape divides Americans and limits rational discourse between members of different parties. Globally, the deterioration of world peace continues for the fourth consecutive year. 12 Thich Nhat Hanh, Vietnamese Buddhist Monk and peace activist states:
The secret of creating peace is that when you listen to another person you have only one purpose: to offer him an opportunity to empty his heart. If you are able to keep that awareness and compassion alive in you, then you can sit for 1 hour and listen even if the other person's speech contains a lot of wrong perceptions, condemnations and bitterness. 13 Simply stated, putting emotions and experience into words improves one's physical and mental health. Having those emotions and experience heard by a listener trained to ''lay aside themself'' 14 may enable the storyteller to feel heard and acknowledged. Having that need met may in turn allow for the fulfillment of higher levels of psychological needs. 15 The new field of narrative medicine trains professionals ''to acknowledge, absorb, interpret, and act on the stories and plights of others.'' 16 While much has been written about the ''potential qualities, characteristics, and abilities that the role of the sender must possess in order to achieve status as a competent communicator, relatively little information is available for individuals to understand what is required of them in their role of receiver to achieve similar communicative status.'' 17 Listening as a skill requires purposeful practice to develop, and many consider it an essential component of one's professional practice. 18 Listening happens at 6 different levels determined by one's goal for the interaction. •Extends beyond acƟve listening, to require non-judgmental listening-to step outside one's own perspecƟve, and express empathy for the speaker.
Empathic Listening
•The listener asks probing quesƟons and reflects their interpretaƟons back to the speaker, in order to beƩer understand the speaker's message content, emoƟons, and conclusions being drawn. AcƟve listening is both for the listener and speaker to ensure that the speaker feels heard and that the message is heard as intended.
AcƟve Listening
•We listen aƩenƟvely for our own understanding, asking probing open-ended quesƟons to seek further informaƟon from the speaker.
AƩenƟve Listening
•Paying more aƩenƟon to comprehending only the phrases of interest or concern to us versus the enƟre message.
SelecƟve Listening
•We may respond with "a head nod or an 'uh-huh', but we aren't paying much aƩenƟon and our comprehension level is minimal.
Responsive Listening
•The least amount of effort-hearing someone speak but comprehending liƩle of what is said.
Passive Listening
Listening Levels
Through empathic listening, story listeners can help provide storytellers the space to feel heard, thus enabling them to be challenged to reflect from multiple perspectives. Deep meaningful learning can emerge from this process. The next section presents transformative learning as a goal of story listening, and the subsequent sections present examples of structured formats from which to facilitate transformative learning: coaching and Lego Serious Play (LSP).
Transformative Learning
Stories help people make meaning of experiences and the world around them. Embedded in those stories are long-held social constructs-unwittingly made assumptions and habitual ways of thinking. Transformative learning is ''learning that transforms problematic frames of references-sets of fixed assumptions and expectationsto make them more inclusive, discriminating, open, reflective, and emotionally able to change.'' 20 It is often difficult to challenge these ''habitual expectations or 'meaning perspectives' (created by ideologies, learning styles, neurotic self-deceptions) . . . that govern the activities of perceiving, comprehending and remembering.'' 21 However, having a dedicated listener can help us to gain some mental distance from the story and challenge our own meaning-making schemes. Mental distance can enable the story holder to make their story object-to view it from the balcony which enables them to gain a broader perspective.
A storyteller can make their story object by conceptualizing it as a metaphor or building it as an abstract model or other physical metaphor. One can also participate in critical reflection, where one's assumptions surface for testing and analysis. 22 This may enable storytellers to see their own unconscious bias or thinking that comprises their current method of meaning making. Having a dedicated listener provides the teller with a way to hold the story as object so they may reflect upon it, challenge the assumptions underlying and within the story, reshape it, and take control of it.
How the Art of Listening Can Be Used to Coach Storytellers
Coaching, a facilitation method capable of fostering transformative learning, can help storytellers obtain deeper understanding in light of a complex challenge or obstacle, reflect critically upon their assumptions, and achieve strategic insight for informed decision-making and action. A coaching session looks like ''a dialogue between a facilitator (coach) and a participant (client) where the majority of interventions used by the facilitator are open [ended] questions which are aimed at stimulating the self-awareness and personal responsibility of the participant''. 23 The coach's role as a facilitator sees them guide selfdiscovery through shaping open-ended questions, differing from the more directive role a trainer or mentor may take. 23 Effective coaching and coaches rely more on the process than the subject matter expertise or experience in the challenge the storyteller faces.
A powerful tool, the ORID framework, 24 can aid in the facilitation of a coaching conversation, one-on-one or in group settings. ORID involves 4 stages of open-ended questions.
ObjecƟve QuesƟons
What is happening?
ReflecƟve QuesƟons
How are you feeling or reacƟng?
InterpreƟve QuesƟons
What is the value, meaning, or significance of this for you? 
Decisional QuesƟons
• • • • • • • • • • •
ORID Questioning framework
The effective application of the ORID framework to facilitate a coaching conversation requires the storyteller to begin by sharing their story while the story listener(s) listen, take notes, and write down ORID questions. These questions should enable the storyteller to obtain further understanding on gaps of content, identify assumptions, question assumptions, and think of options/possibilities yet available to the storyteller. 25 This provides the space for the storyteller to share without interruption and enables the story listener(s) to reflect and craft meaningful questions. Then, the story listener(s) ask(s) ORID questions (if in a group can be a round robin format) in an attempt to guide the storyteller through the 4 stages. The goal of the listener is to facilitate the storyteller achieving their own insights (not a directed answer or solution) and to make an informed decision on next steps. Although the framework denotes an ordered process, authentic discourse does not follow such a structure. An organic conversation proves a more impactful application of the model. The storyteller receives the supports and challenges needed to achieve insight through the listening and inquiry of the coach. The storyteller may then take personal ownership of and action on their new perspective.
LEGO as Transformative
The LSP methodology enables participants to solve wicked problems through strategy and/or team development. However, many also use this method-in unique ways and with great success-for facilitating learning. 26 It has the potential to produce more significant learning through the creation of metaphors in the form of LEGO models. The LSP encompasses multiple methods recognized to foster transformative learning, including the power of play, building metaphors, engaging in critical reflection, sharing in storytelling, and sparking the imagination. The potential for transformative learning in this method stands ready to expand the way in which one makes meaning. 27 
Building New Stories
The play portion of LSP (ie, building Lego models) activates a positive affect, potentially leading to the psychological state of flow, or the optimal state for human experience/performance where creativity, productivity, and happiness may occur. 28 The social component and improvisational building of this activity may also lead to an increased level of oxytocin. 29 Oxytocin produced in this state can improve one's ability to understand the emotions of another and therefore listen more empathically. 30 One might then conclude that the social component of storytelling and the flow state that can accompany play increase one's ability to achieve peak experience and better understand the other with empathic listening.
LSP also facilitates critical self-reflection by prompting participants to reframe the definition of a problem through the creation of a metaphor (ie, a LEGO model). As participants explain their models to the other participants, the reassessment of how one poses problems orients to perceive, know, believe, feel, and act 22 surfaces during the creation, questioning, and modification to the LEGO models or in the metaphors that represent the storyteller's complex idea more simply. 22 The connection between metaphor, critical reflection, and transformative learning emerges in ''the recognition, identification, and creation of metaphors by adult learners. '' 31 The social process involved in the storytelling element of LSP also fosters transformative learning. 32 As participants share their personal experience in the stories used to explain their models, the listeners respond with authentic curiosity and care. The conveyance of one's story through the 3-dimensional metaphor can enhance the others' ability to listen empathically.
The process becomes powerful when the listeners pose questions to clarify the storyteller's experience. Collectively, all parties seek further depth, clarity, breadth, and experiment with new meaning.
Lastly, imagination is an integral part of understanding the unknown and making meaning. 33 The process of physically building ideas via Lego models allows the storyteller's embodied knowledge to surface through their hands rather than in their mind, leading them in the thinking process. 34 Engaging the imagination and creativity inherent to artistic expression takes us ''out of our heads and into our bodies, hearts, and souls in ways that allow us to connect more deeply with self and others. '' 33 This medium and method enables participants to create and reflect on a physical thing that could represent their unconscious, emotional, and intuitive ways of knowing. One does not need to possess expert artistic skills to fully express themselves, because LEGO provides pieces to click together and assign a personal or shared story, meaning, and metaphor.
By critically reflecting through the construction of metaphors and the story listeners asking open-ended ORID questions to aid in the deconstruction of surfaced assumptions, storytellers may then physically change their represented assumptions to a more ideal, tested, and validated configuration. By building new metaphors and identities through this medium, one might now hold the story, or idea as object, and no longer remain subject to it.
To What End?
To what end do we tell, share, and listen to others and their stories? Stories can help in healing the storyteller, as well as provide learning for the listener and storyteller alike. Let's not forget the possibility for strengthening everyday relationships by providing the gift to your partner of feeling heard. For the storyteller, the structure acts as an enabler for an optimal experience and allows them to truly feel heard. And in feeling heard, they gain objectivity and perspective to the story-by surfacing then testing assumptions through questioning and critical reflection. By purposefully practicing listening and trusting in a process that encourages story listening, transformative learning can emerge.
As professionals, listening becomes both a diagnostic tool and the intervention. In listening, the facilitator creates an environment ripe for learning for the storyteller and other story listeners. And the act of creating a structure for others to participate in the listening allows them to delve into their own transformative experience. Hearing the stories of others allows for the recognition of options for new roles, relationships, and actions as well as examples for implementing their own plan. With video, Barclays aimed to make mental illness visible by putting a face to it literally. One of the videos starts with employees making introductory statements like ''I'm a mother,'' ''married with 3 grown up children,'' ''published composer,'' or ''history graduate.'' 2 It might catch you by surprise when you learn shortly after, ''[they've] suffered from clinical depression and have come close to committing suicide.'' We see the employees' body language and emotions shift. Their voices quiver, their eyes swell up, their tone of voice takes a measured inflection. Yet, their stories don't end there. Instead, they highlight their illness as just one aspect of a larger fabric of their identity. Although Beth may have suffered with depression for 20 years, it doesn't define her. She loves to sing, dance, go to musicals, and spend time with family. We see Beth in ourselves. We identify with her. Simply put, her video story makes her more human.
By 2016, the campaign went from 9 to 160 stories and over 60 000 website views. Those self-identifying with a mental illness went from 3% to 7%. 3 The strategy was working. Barclay's ''This Is Me'' campaign has become a beacon for many other companies aiming to shine a light on mental well-being. And, video has continued to play a pivotal role in how they ''normalize'' mental health across their organization.
Media is the literacy of the 21st century. You can learn how to do almost anything on YouTube. Generation Z, the next generation of our workforce, certainly is. 4 From braiding hair, installing a kitchen sink, to touring the White House, video demystifies the process for things that would be difficult to understand or, more importantly, feel. In fact, by 2020, video will be the largest driver of Internet traffic. 5 What's more, our brains are wired for visuals. We process visuals 60 000 times faster than text. We retain visual information longer. 6 And, posts with visuals see 3Â more engagement on social media. 7 Suffice to say, if text is the only way we're communicating with people outside and inside our companies, we're missing an opportunity.
Here are 4 ways you can use video to jump-start your wellness programs and increase engagement.
Showcase a Colleague Success Story
Think about those colleagues who despite many barriers have succeeded in their wellness journey. Showcasing a colleague success story, especially ones that had to overcome several challenges, is an inspiring and relatable way for others to see what's possible.
Show Your Wellness Program in Action
Perhaps there are components to your wellness program that are difficult to explain or understand. Think about the components you keep repeating meeting after meeting. Whether it's a new facility, nutrition initiative, or yoga class, pick up a camera and give colleagues a glimpse of how they might participate.
Showcase a Wellness Tip or Best Practice
As wellness professionals, you're bursting with knowledge and quick tips. It could be a new breathing technique or mindfulness exercise to help those colleagues on the go. Or better yet, you want to highlight one of your departments that created a relaxation room on a shoestring budget. This is your opportunity to inspire colleagues with visual nuggets to brighten and better their day.
Introduce Yourself and Your Wellness Team
We have to model what this practice looks like for others. The best way to jump-start video in your organization is to get out your own camera jitters. Some of you may serve a company of thousands of colleagues across multiple locations. No doubt you've felt the challenge of balancing emotionally charged conversations while still gaining trust. Introduce yourself and what makes you and your teammates so passionate about wellness. Through these simple video introductions, you can give colleagues a more personalized way to relate and connect with you.
Despite the myriad of video stories you might share, I know what some of you are thinking. Video is expensive, time-consuming, requires magical editing skills, [insert other deep fear here]. None of these have to be true. If you can take video of your pets or your kids, you can film your video wellness stories! That means that anyone with a phone can be a contributor. Here are some tips to set you and your colleagues up for filming success:
When you're capturing someone talking, find an area that's quiet and well-lit. If you're hand-holding the camera, brace your arms on a table or against your sides to help stabilize the shot. It's good to be prepared when you're interviewing someone. Have some questions ready to go beforehand. However, don't be afraid to go off-script, either. Asking open-ended questions, or starting a question like ''tell me the story of when . . . '' is a great way to get people talking on camera. If you're tight on budget and don't have the resources for editing, try and shoot your interviews/walkthroughs in short takes. This might take some practice, so leave some room for practice rounds.
Video is a powerful way for you to engage your team in sharing and building your corporate wellness brand. Video is about leveraging the power of visibility and being able to highlight multiple voices outside of your own. We know videos are not the end all be all. But what videos can spark is paving the path to translate how we continue to foster a supportive culture of well-being for all employees.
The Unlimited Potential of Storytelling as a Tool for Health Promotion Sara S. Johnson, PhD 1 I n a TED talk now viewed more than 37 million times, 1 Brene Brown shares a great story about a talk she had been invited to do. The talk's planner told her that in the materials publicizing the talk, she did not want to refer to Brown as a researcher for fear that people would assume Brown was ''boring and irrelevant.'' But the academician in Brown hesitated when the organizer suggested that she describe Brown as a ''storyteller.'' Ultimately, Brown concluded that ''maybe stories are just data with a soul.'' I first heard that expression while listening to Carmine Gallo's book Talk Like Ted, 2 in which he dedicates an entire chapter to storytellingidentifying it as a critical ingredient to the most impactful presentations ever given on the TED stage. It struck me immediately that, given our commitment to evidence-based best practices, the field of health promotion may not be infusing enough soul into our data. Whether we are making the case for the need for health promotion, designing compelling programs and interventions, or, as Dr. Jessica Grossmeier illustrated so beautifully in the Opening Commentary, sharing the outcomes of the programs, hopefully this issue of The Art of Health Promotion has convinced you that stories have the potential to trigger emotional responses and brain regions that make experiences ''sticky,'' immersing and inspiring the listener and, in turn, driving memory and motivation. 3 In fact, stories are a key element of Chip and Dan Heath's SUCCESs Model in Made to Stick. 4 The Heath brothers explain that stories prompt action via simulating what to do and inspiring the reader with the motivation to do it. They also remind storytellers to keep the idea concrete and credible while violating the listener's expectations by infusing the unexpected and triggering an emotional connection.
As you've seen unfold on the pages of this issue, storytelling is indeed an effective mechanism for persuading and moving audiences.
But there are other applications of storytelling that have a great deal of potential for our field. As McCann et al allude to, the internalized story each person creates about himself or herself forms a person's narrative identity or personal myth. 5 The central themes of people's stories have a tendency to fall into 2 categories-redemptive stories that transition from bad to good or contamination stories, 5, 6 in which lives transition from good to bad. It turns out that these narrative identities are fairly powerful. Those with more redemption stories tend to be more generative-contributing more to society and future generations-and to rate their lives as more meaningful. 5, 6 The good news is that studies 7 have shown that making edits to our personal narratives can influence our behavior. In fact, ongoing research is exploring how narrative medicine can assist health-care providers process their experiences in the hopes of increasing empathy, resilience, and a more patientcentered care culture. 8, 9 Stories can also be a vehicle for connection, breaking down barriers and helping us empathize, 3, 10 as was underscored by Elena Valentine's description of the This is Me campaign at Barclays. Given that life expectancy for Americans decreased again this year 11 due in part to the continued increases in suicide and opioid overdoses, there has never been a more compelling need for people to feel heard, connected, and supported.
Among the best examples of creating connection through story is StoryCorps. 12, 13 Their mission as an independently funded 501(c)(3) is ''to preserve and share humanity's stories in order to build connections between people and create a more just and compassionate world'' in an effort to ''remind one another of our shared humanity, to strengthen and build the connections between people, to teach the value of listening, and to weave into the fabric of our culture the understanding that everyone's story matters.'' 14 StoryCorps began in 2003 with a booth in Grand Central Station and has evolved into an app with more than a million downloads. 14, 15 Although the purpose is, at least in part, to help transform the interviewee and interviewer's lives and increase their connection, 15 a recent survey indicates that 88% of StoryCorps listeners strongly agree that it makes them feel connected to people of different backgrounds. 16 In his TED talk about StoryCorps, 15 David Isay, the founder, encouraged the audience to seek out the stories of those in hospitals, prisons, homeless shelters, and retirement homes in an effort to honor the people least heard in our society. He exhorted his audience to, ''Ask who they are, what they have learned, and how they want to be remembered.'' It seems that these would be great questions for everyone. As Jimmy Neil Smith, the director of the International Storytelling Center, once said, ''We are all storytellers. We all live in a network of stories. There isn't a stronger connection between people than storytelling.'' 13 Storytelling Resources
